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Overview of Media Planning 
by Kofi A. Ofori 

Advertisements arc delivered to consumers Via a mcdia mix of newspapers, tele\ision, cable 
TV, radio and magazines. Radio is just one of many mass media vehicles that are capable of 
delivering an advertisement message. An hportant role far the media planner is to detmine when 
radio should be utilized based upon its entertainment or informational appeal to consumers. In 
conjunction with ad agencies, media planners also determine which radio format(s) are optimally 
suited to convey an advertisement to the targeted audience. Hence. decisions made by media 
planners, ad agencies, and other marketing executives determine the fate of radio stations in a very 
practical way. 

The process of media planning, however, does not begin with media buying. Determining 
the role of radio in a media mix is the outcome of a series of decisions that begins with an 

penetration by a competitor). Next, a marketing strategy is devised followed by the adoption of a 
creative strategy. Media planners have very little to do with the development of these components 
of the media plan. Usually marketing and marketing research people conduct the situation analysis 
and prepare the market plan. Copywxitm and art directors arc responsible for the creative strategy. 
Media planners begin thcir work once the marketing plan is in place and focus upon developing the 

media objectives and ovasceing media buying. 

assessment of the marketing problem (e.g. cumpany sales have been slipping due to increased market 

The following is intended to provide an overview of the decision-making process involved 
with media planning. It will also explain the practice of buying commercial time on radio formats 
that have audience demographics that match those of the target market. 

Media Planning in Six Steps 

The goal of media planning is to link media buying decisions with marketing objectives. If 
advertisers and ad agencies neglect marketing objectives when buyins commercial time, money is 
spent ineffectively. Media buying should be the end mult of a logical sequence of steps that be- 
with an assessnent of the advertisers marketing problems, a set of marketing objectives that address 
the problems identified, a profile of the consumer target, and a media mix and creative theme that 
will deliver the targeted consumer. 

The following table illustrates a logical sequence of steps that should be involved with media 
planning. 
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in practice, however, media buying docs not always follow the company’s plan. For 
example, cost considerations may overshadow objectives set forth m the media plan. Or, the so- 
called ‘media plan” may merely consist of a set of loosely organized decisions. In such instances, 
the intmsts of the advertiser arc not well advanced. 

Matching Media nith Targeted Markets 

One of the goals of media planning is to make efficient use of marketing resources. In order 
to do this, advertisers strive to allocate advertising budgets to media with audiences that closely 
parallel their target msrka. The closa the match between a media vehicle and the market target, less 
money is wasted on delivering messages to c o ~ u m ~ s  for whom the product is not mtcnded. Hence 
the need to match market targets with appropriate media vehicles. 

During the past decade, market research has become increasingly sophisticated in terns of 
identifjmg targeted markets. Three types of variables arc used to define a market target: 
demographics, socio-psychological and product usage. Demographic variables include age, sex, 
race, income, education, occupation, marital status, family size, locality etc. As the number of 
demographic descriptors increases the more n m w  the target market. Marketing executives strive 
to achieve a balance between precision and size, such that the market is not so narrowly defined that 
it excludes a significant number of people likely to buy the product. 

Under the socio-psychological umbrella there are lifestyle and psychological variables. 
Psychological characteristics include leadership, compulsive, aggressive, conformist behavior, and 
need achievement. Such data enable copywriters to create a message that appeals to a consumer’s 
psyche. Lifestyle data tells an advertiser how a prospective customer uses their leisure time, what 
kind of entertainment they enjoy, and the extent of their community involvement. 

Product usage Variables generally fall into four segments: heavy users, medium users, light 
users, and non-wrs. Market objectives that seek to increase consumption find product usage data 
especially useful. There arc no hard and fast rules for guiding advcnism about whether to pursue 
heavy. light or non-users. hdusny growth or a brand’s position in the marketplace may justify 
investing in promotion among light and non-users. 

Two examples of target market descriptions are: 

Glentaliich Scotch Whiskq (William Grant & Sons, Inc.)- males, aged 25 to 49, with household 
incomes of $40,000 or m a .  In addition, they arc people who arc constantly searching for 
“premium” products, new experiences. They love challenges and new experiences. 
Animportantcharactensn ’ ‘c of these customers is that they believe they have specific criteria 
for judging the quality of Scotch whiskey. They believe they can accurately evaluate the 
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“smoothness” of Scotch whiskey, and that smoothness is a surrogate for quality. 

Long Term Disabiliv Insurance (Nou York Lsye Imurance Company) - ‘’male, white-collar 
professionals, between the ages of 25 and 45, who understand that illness, not an industrial 
accident, is the biggest threat to family breadwinnm.”l 

In addition to market research on product consumption, millions of dollars an spent annually 
to obtain profiles on the viewingflist&g habits of co~lsumels. The following profile, preparcd by 
Mediamark Research, Lnc. (MRI), describes the media habits of fkqucnt flyer travelm. 

Demographics: males age 25 to 54 
Product Usage: flying 6 or more times per year 
Media Habits: 

More likely to Less likely to 

Listen to: Listen to: 
Adult Contemporary, All News, Classic Rock, 
Classical, Newnalk 

Album-oricnted rock (AOR), Country 

Read magazines on: 
business, computers. cities, news, science, 

Read magazines on: 
fishing, mechanics 

sports. travel 

Wurch: Watch: 
baseball specials, basketball specials, news, 
general drama primetime, golf or tennis, 

O w n  home computer 

Drink imported beer 

O w n  American Express Gold Card 

advcntures/westerns, comedyivariety 
pageants, detectivdsuspense, situation 
comedies, 

Own tmck 

Drink domestic Beer 

1 . See, James W. Tayh, How to Develop a Succasful Advertising Pl8n, NTC Business Books (1993) at 75. 
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In order to make cost efficient use of the media, the charactaistics of various radio and 
telcvision audiences arc compared with the target market dehition in orda to come up with an 
appropriate match. 

As summarized by the following diagram, diffmnt approaches arc used to link market 
targets with related media 

Diagram A. Alternative Approaches to Matching Media with Market 
Prospects 

I I .c 
Demographics 

Obtain Media 
Demographic Profiles 

Obtain Data on Exposure to 
Heavy, Medium. Light or 
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Obtain Media 
Demographic Profiles 

I 

Obtain Demographic 
Profiles on Heavy, Medium, 

Light or Non-Users 
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See: Essentials of Media Planning, Second Edition, wfe%rmn tss Books 1987. 

The approaches include: a) selecting the station(s) whose audience most closely 
approximates a demographic profile (e.& white, d e ,  college educated); b) selathg the station that 
is listened to by a targeted audience defined in terms of product usage (e.g. heavy and moderate 
usm); and 3) ascmaining the demographic profiles of the radio audience and match them with the 
demographic profiles of heavy, medium, light or non-us-. 

Buying Radio 

Although radio does not offer the visual impact of television, it does offer advertism the 
ability to reach targeted audiences with hquency and at relatively lower cost. Radio is more local 
oriented compared to television. During 1995, ncarly 95 percent of radio's advutising dollan came 
from spot sales bought on individual stations on a market-by market basis. Levels of radio and 
television listening also complement each othm, radio listening is at its highest in the moming. while 
TV's highest listening is in the evening. 

Both radio and television contain formatted programming (c.g. daytime serials, games. 
and news for TV vmus d a n ,  country, classical. rock for d o ) .  Radio, however, maintains a 
consistent format throughout the broadcast day, and therefore tends to attract a loyal audience 
following. Radio is useful to advertisers interested in targeting specific consumers and taking 
advantage of the local appeal of the medium. 

In order to buy commercial time the media planner must know: a) the market and media 
objectives; b) the danogaphics and other variables concaning the target markeK c) the number of 
people to be reached with the advertisement (reach); d) how often they arc to be reached 
(frequency), e) the time periods, and f )  the budget. 

Reach is generally expressed as a percentage of the number of individuals or homes in the 
community (e.g. forty percent of the New Yo& market) and denote the number of different people 
exposed at least once to m advertisement within a given time m o d .  Frequency is the average 
number of times that individuals (or homes) am exposed to the advertisement. 

Reach multiplied by frequency equals the duplicated percentage of the audience that will 
be reached, commonly r e f d  to as the gross ratlug point (GRP). If, for example, the population 
base of a community is 10 million, and 7.5 million people, or 75 pemnt, receive on average three 
exposures to an advertisement, the GRP is 225% (3 x 75%.=225%). 

One addirional kind of information required by the media planner is the continuity, the 
timing of the media scheduling. This could be eitha constant or periodic advertising throughout the 
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campaign period. 

The following example summarizes the i n f o d o n  needed by the media buyer.: 

Media Objective 

Eoncentrate message delivery 
loward users of dry cat food, 
'th primary emphasis on 
omen, age 25 to 54, who 

've in metro city and 
uburban areas, and who have F ousehold incomes of 

ko,ooo+. The psychographic 
profile includes current user 
pf Brand C who have high 
pnotional involvement with 
heir cats. consider their cats 
as a good friend or 
companion, and take pride in 
and get satisfaction from th& 
cats 

Reach and Frqueney 

,chieve a minimum level of 
5 % reach against the target 
larket with an average 
equcncy of 3.0 over an 

he GRP target is 225. 
vcrage four-week period. 

- 
Continuity 

laintaia competitive levels I 

f hqucncy throughout the ; 
ear in an'effon to work in 
snjunaion with flat 
mnality. 

Armed with this infoxmation a buyer is prepared to enter negotiations for the purchase of 
commercial time. Given a GRP target, a buyer examines the ratings and formats of all the radio 
stations in a particular market. The ratings of the stations selected to carry the advertisement must 
total the GRP target. Secondly, the demographics of the station's listeners must be consistent with 
those of the targeted market. 

Ratings, like GRPs, are a percentage and simply indicate the proportion of individuals in 
a community that are tuned to a particular station. In the following example, each of the radio 
stations have a rating ranging fiom 3 to 8 percent. The rating of each station multiplied by the 
number of announcements provides each station's contribution towads the overall target of 225 
GRPs. 1 



Page 8 of 11 
Overview of Media Planning 

Station B 

Station C 

Station D 

Table A 
I Fbtings(%) # A m l O ~ C e m c n t J  GRPs (Yo) 

S IO 50 

5 9 45 

4 6 24 

I Station A I 4 I 9 1 36 ~~~ -1 

Station F 

Station G 

8 5 40 

6 5 30 

In order to keep the cost of a media campaign within budget constraints, buyers often 
calculate the cost-per-rrting point, or what it costs to advertise to 1 percent of the audience within 
a given market. The cost-per-rating point is an estimate that varies h m  market to market and 
from station to station. As a preliminary idea of the cost of commercial time, it enables a buyer to 
estimate how many people they can reach for a given budget. The cost-per-rating point is also a 
starting point for negotiations with radio stations. 

Sources for the cost-per-rating point for particular markets arc estimator books published 
by advertising agencies and other organizations.2 Other factors that influence the final price of 
advertising time include daypart, ratings, discounts, pr~emp~oXL3 and p r o m  format. 

2 . Examples include Media Market Guide published quarterly by Media Market Resources, Inc 

3 . Preemptible spot discounts can be purchased with the understanding that the commercial can be 
preempted by another advertiser paying the full price. 
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Station format and ratings, mom than any otha factors, dctamine whether a station will be 
included in a buy. Forma& consist of entertainment and infmational programming designed to 
appeal to a particulm audience segments (e.g. upscale young adults). The buyer will be concerned 
about whether the format of a pdcular station appeals to consumers who use their products or can 
be persuaded to use their products. If not, the station may be excluded from the buy or bought for 
a lower price. Stations, advertism and ad agencies invest heavily in qualitative research that provide 
demographic, lifestyle and product usage data about radio audiences according to format. Exampla 
of services that provide such data an the Media Audit' and Scarborough.5 

By definition gross ratings poirrto only specify a level of exposure to a station's signal; it 
does not adjust for multiple exposures to an advertisement. Thaefan, when buyers am negotiating 
a final price the central concan is how many dtFerent people will hear the advertisement. Came 
rating, or the unduphzted size of a ndio station's audience, has a great bearing upon the buying 
decision-making process. Data on levels of listening for radio stations am provided by companies 
that also publish qualitative data (e.g. The Arbitron Company). 

In theory, the cost of radio buys is fixed. Stations have rate cards that list the price of 
commercial time based upon the length of the advertisement (e.g. 30 sec., 60 sec.). Some prices 
pcrmit preemption while others are guaranteed. Published discounts pumit cost savings based upon 
volume purchases, daypart, and two or more station combination purchases. 

In practice, the cost of commercial time is negotiated. Rate cards m e  as mere guidelines. 
Typical negotiations between buyers and radio station salespeople begin with a discussion of the 
cost-per-rating polnt. The cost-per-rating point approach pennits the buyer to concentrate upon 
achieving a particular reach objective. Assuming, for example, that the cost-per-rating point for 
the Detroit market is 5300 &e. $300 to reach 1 percent of the population), then the budget for 
achieving a GRP target of 225, as illustrated in Table A, would be $67,500. 

The buyer will entertiin bids fkm aU stations in a market that have l i s t h g  audiences with 
demographics thar approximate the target market before making a decision. The buyer will negotiate 
for the least amount of money for the commercial time. Station salespeople seck to get the highest 
price without disclosing their total amount of inventory (thus preventing the buyer from knowing 
how low a price the commercial time is worth). After receiving price bids from several stations, the 

4 . Published by IntcmDrioarl Demognphics. Inc. 
5 . Published by The Mitron Campmy. 
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buyer may negotiatefor lower prices or certain rypes of promotional conc~ions. The latter might 
consist of a sweepQtpkes contests or remote site broadcasts h m  the advertiser’s place of business. 
Once all of the complex set of factors, including daypaxt, are evaluated the final prices and tams 
are agreed to and the buy is made. 

Buying Time on Minority Formatted Radio 

A small percentage of the commercial time that is purchased on stations that target the 
Hispanic and Black audiences is bought on the basis of the Hispanic or Black cost per rating point. 
Costs per rating points for Hispanic and Urban formatted radio arc published by The Arbitron 
Company. Normally, the price paid for an advdsanesu is basad upon a station’s rating for an entire 
metro market. The Hispanic and Black rating point is based upon a station’s rating for the Hispanic 
or Black population. 

For example, urban fomatted station WXYZ may have low penetration for an entire memo 
market which may include surrounding suburbs and extend to neighboring states. But its rating for 
the Black population, concentrated in the urban neighborhoods, may be very high. Cost per rating 
point, as discussed earlier, is what it costs to advertise to one percent of the population. Therefore, 
the cost to advertise to one percent of the entire mmo market versus one percent of the Black 
audience is based upon entirely different population bases. The Black population base may be 
relatively small, but the ratings for an urban formatted station for the Black population may be vay 
high. 11 is not unusual for a station to reach 30 percent of the entire metro market and 80 percent of 
the Black market. 

The actual number for the Black cost per point may be low compared to the general market 
cost per point. But, because a station, such as WXYZ, has many more rating points for the Black 
population, the price that it will receive for a 60 sccond spot is equal to if not than one based 
upon the gencral market cost per point. Purchases based upon the Black cos: per point arc estimated 
to account for only five to ten percent of the advertisement revenues of urban formatted stations. 
The body of this study concerns the remaining 90 percent of minority formatted revenues which are 
reponed to be discounted to a substantial degree. 
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(k) Have authority to exclude from the requirenierits of an 
regulations in whole or in part any radio station upon railroad rod  
ing stock, or to modify such regulations In its discretion; 

(lM1) Have the authorit to prescribe the qualifications of sta- 
tion o rators, to classify tiem according to the duties to be per- 
formerto fix the forms of such licenses, and to issue them to per- 
sons who are found to be qualified by the Commission and who oth- 
erwise are le ally eligible for em loyment in the United States, ex- 

the United States shall not apply in the case of licennes issued b 

caten; or (E) persona holding forei alrcraR pilot certificate8 which 
are valid in the United States, i p" the foreign government involved 
has entered into a recipmal agreement under which such foreign 
government does not lmpoae a n  rimihr re uirement relating to 

(2) 6otwithstanding paragraph (1) of this rubaection, an indi- 
vidual to whom a radio station is licenred under the provisions of 
this Act may be issued an operator's license to operate that station. 

(3) In addition to amateur operator licenser which the Commis- 
sion may issue to aliens pursuant to ara ph (2) of thls sub- 
section, and notwithstandin section d o f  tc Act and paragraph 
(1) of this subsection, the fhnmission may issue authorizations, 
under such conditions and terms as it may preacribe. to permit an 
alien licensed by his government as an amateur radio operator to 
operate his amateur radio station licensed by his government in 
the United States, its possessions, and the Commonwealth of Puer- 
to Rim provided there is in erect a multilateral or bilateral agree- 
ment, to which the United States and the alien's government are 
parties, for such operation on a reciprocal basis by United States 
amateur radio operators. Other rovirions of thlr Act and of the 
Adminirtrative Procedure Act sha!l not be applicable to any r uest 

ruch authorization. 
(mX1) Have authority to susped the liansc of any operator 

upon proof sumcient to satisfy the Cpmmission that the license+ 
(A) Has violated, or cautsed, aided, or abetted the violation of, 

any provision of an Act, treaty, or convenlion binding on the Unit- 
ed States, which the Commission ir authorized to adminlskr, or 
any regulation made by the Commission under any such Act, trea- 
ty, or convention; or 

(B) Has failed to car out a lawful order of the master or per- 
son lawfully in charge J t h c  ship or aircraft on which he h em- 
ployed; or 

(C) Has willfully damaged or permitted radio apparatus or ln- 
rtallationr to be damegad; or 

(D) Has transmitted superfluour radio communications or sig- 
nalr or communlcationn containln profane or obscene words, lan- 
guage, or meaning, or has knowing 1 y transmitted- 

( 1) F a i r  or deceptive rignab or communications; or 
(2) A call ri a1 or letter which har not been rrnlped by prop- 

(E) Hu wlllfully or mdidously intedered with my other radio 

cept that suc a requirement relatkg to eligibility for employment in 

the Cornmimaion to (A) pemnn hoiding United Staten pilot certl ry I- 

eligibilit for employment upon c r tizens of theknited States; 

or application for or modification, surpension or cancellation 7 o any 

er authority ta &! e rkt ion ha IJ operating or 
. .. . .  

129 COIUlllNlCATlOYS ACT OF 1834 &c.I# 

(F) Has obtained or attempted to obtain, or has urlated an- 
other to obtain or atkrnpt to obtain. an opnnbr'r llcerw by fraud- 
ulent means. 

(2) No order of suspendon of any opemtor'r llcenne ahall t d ~ e  
effect until fifteen dayr notice in writing thereof, ntating the cauw 
for the propwed suspennlon. has been &en to the o p n b r  II- 
censee who may make written a plication b the Commlndon at 
any time within naid Rfben &ye !or heating u n ruch order. The 
notice to the operator 1iamma MI not b~ &m until a c t d y  
received by him, and from that time ha hall have fifteen day8 in 
which b dl the r i d  a haUon. In the went that ph-1 condt. 
tionr w e n t  mailing o A L  a bution at thr a i m t i o n  of the M- 
teen-gy riod the applkatk! nhall than k mailed an noon an 
pomlble &enher,  accanrpankd by a natinfuda e x p h m ~  of 
the delay. U n recot by the Commlulon of nr% r pllat im for 
hearing, aa l f i rde r  $rurpsnrion nhall be hdd  In & UII#~ 
the condusion of the hwring which ahdl k conducted under nueh 
mIer an the Comminnion may prenerib. Upon the ~0nelWlm~Of 
said hearing thl, Commiuion may dim, modi@, or moht uld 

, .'.',I! order of suspenrfon. 
(n) Haw authority to innpact all radio inntallationr urodrkd 

wlth  rtationn uired b be IIc8nned by any Act, or which thn Corn- 
misalon by authorized to open& without 8 IlCaD80 Undn 
section 307(eXlI, or whkh am rubject to the mlrlonr of my M, 
treat , or convention bin& on the U n d S t a t e n ,  to ancartah 

the raquirementr of the ruler and regula OM of tho w, 
the rovirbnr of any Act, the tern of a n  treaty or ConmtItiWI 

other trument of authorization under which thq a! e ~ a -  
sttructcd, I ~ t r l l ~ d ,  or o rated. I ,  

(p) Have ruthorlty to cam to be publlnhrd nuch 41 lotten 
and ruch & anmu-b md data u In the J d r t  of the 
bmmimion may k requlred for the eflident o ra of d b  
shtianr r u b k t  tha Juridiclion of the Urilted S ten and for the 

whe tL r In COM~XUCUOII, in#%ation, and o r ration the 6il conform to 

bind% the Ualhd &aten and the con dr  tionr of the I l c o N I  OT 

(0) Hmm authority c dadgnat. call ktkrr of dl r t r t b ;  

E: 
proper enfMbment of thin ~ e f ,  

( 1 Hare authority to require the printlng andlor Illp&rtlon 
of re810 towern If and when In ita id udgmant ruch towam &tub, 
or them is a reanonable b t that they may obnrcltut., r 
menace to air navlgatlon. Epemftt, or lice-, and the towor 
owner In m cam in which the owner Ir not thn p~rmluII OT 11- 
cenres, r d  maintain the printing and/or .fildaatbn of tbr 
tower as pmacribed by the Commhlon u n u r n t  to thin d o n .  In 
the event &at the tower cemr to be I c a d  by the Comnbbn 
for the trammianion of radio mew Un owner of tbn tomr h U  
maintain the prucribed palnti anbor iliumlnation of nu& tower 
until it la dinmantkd, and the%mmlnnbn may tqulm the owner 
to dismantle and remow the tower when the dminlrtrrrtor of Lha 
Federal Aviation Agency determine8 that them Ir a maeonable p 
sibillt that it may wnntitute a menace to air mvlgatlon. (1.7 Make nu& rule# and rmt~Iationr and @be nuch.mtrlc- 

P 
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wclin or wire cnnirnunicntinris trcoty or convention, or rcgiilations 
antiexed ihercin, including a n y  treaty or convention insnfnr iis it 
rclatcs to the use of radio, to which the United States is or may 
licrcafter become a patty. 

(sl flave authority to require that apparatus designed t 0  rc- 
ceive television pictures broadcast simultaneously with sound be 
capable of adequatcly receiving all frequencies allocated hy thc 
Coinmission to television broadcasting when such apparntus is 
shipped in interstate commerce, or is imported fmm any foreign 
country into the U.nited States, for sale or resale to the public. 

It) Notwithstanding the provisions of section 301(e), have au- 
thority, in any case in which an aircraft registered in the United 
States is operated ( urruant to a lease, charter, or similar arran e. 
ment) by an aircrai  operator who is subject to mgulatlon by t $1 e 
government of a foreign nation, to enter into an qrecment with 
such government under which the Con~mission shall recognize and 
accept any radio station licenses and radio operator licenses issued 
by such government with respect to such aircraft. 

(u) 1 Require that apparatus designed to receive television pic- 
tures broadcast sirriultancously with sound be equipped with built- 
in decoder circuitry designed to display closed-captioned television 
transmissions when such apparatus i s  manufactured in the United 
States or imported for use i r i  the United States, and its television 
picture screen is 13 inches or grcatcr in site. 

(VI Have exclusive jurisdiction to regulate the provision of di- 
rect-to-home satellite services. As used i n  this subsection, the term 
“direct-to-home satellite services” mcnns the distribution or broad- 
casting of programming or services by satellite directly to thc sub- 
scriber’s premises without the use of ground receiving or distribu- 
tion equipment, except at  the subscriber’s premises or i n  the uplink 
process to the satellite. 

(w  j z  P r e s c r i k  
I I )  on thc basis of rc?rornrnendatiuna from an advisory coni- 

mittee established by the Corhtnission in accordance with see- 
tioil 651(bW2) of the Telecomtnunications Act of 1996, guide- 
lines and recnmnicnded procedures for the identlffcation and 
rating of video programming that contains sexual. violent, or 
other indecent material about which parents should be in- 
formed before It Is  displayed to children: Prouided, That noth- 
ing in this paragraph shall be construed to authorize any rat- 
ing of video programming on the basis of i b  political or reli. 
gious content; and 

12) with respect to’any video programming that has been 
rated, and in consultation with the television industry, rules 
requirin dlrtributon of such video programming to transmft 
such rat ng to permit parents to block the dlrplay of video m- 
grrmming that they have determined ir inappropriate for t eir 
children. 

I 
I 

R f 
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SEC. W. 147 UAC. 304) WAIVER BY LICENSEE. 
No station license r h l i  be gianted by the Commidon wtI1 

the applkant therefore rhpll have wdved any claim to the wa of 
any particular frequency or of the electromrgnetic rpectnIm u 
against the re latoy power of the United Stater t#uuw of t& 
previour uee o the Ume, whether by licerue or othemiw. 
SEC. 306. (47 UAC. SO61 G O V E R N M S N T ~  6TATlONfL 

(a) Radio rtationr belonging to and operated by the Unlkd 
Staten shall not be rubject to the provirionr of wctlonr 901 and 809 
of this Act. All such Government rtatlana rhd l  we ruch fro- 
uencier an shall be urlgned to each or to each dun b r the P d -  

lent. All such stetlonr, except rtationr on board navr and o h r  
Government veawlr while a t  wa or ”r” nd tho l i m b  of tha cum 
tinental Unlted States, when t m n m l t  inp any radlo communfel- 
tion or rignal other than a mmmunicr th  or r l g d  mla %2 
Government burinem, shall eonform to ouch rulw and w h  
designed to pmvant interference with other r d o  rtationr urd t& 

8“ 

rights of othem M the Commission 
(b) All stations owned and 

cept mobile rtatlonr of the 
station8 on land and ma, 
by the Commission. 

(e) The provisions of rctionr 301 and 303 of thir Act mtdth- 
standing, the President may, provided he determlna it to b eon- 
riatent with and in the Interad of natlonal rrmrlty, authorlm 
foreign government, under ruch t e r n  md m n d l t l ~  u b may 

bn ikd  S t a h  a low-power mdlo itation in the Red r d w  at or 
near the rite of the embuoy or legdon of ruch ford 

States, but only (1) where he drlanniner that tho aUthoriUtb 
would be cornistent with the ~ t i ~ r u l  intereat of Uta Unikd Stakr 
and (2) where ruch fomlgn govetnmnt hu 
privileges to the United Stater to COnrtNCt d % b  z- 
tionr within territorim rubject to Ita Jurirdf-.  PO^ 

rectlon rMl conform to much NIU and mulaWoar a# W -1- 
dent may mribe.  Ths a u t h o t b t h  of ouch ahtlonr, md thr * 
newaI, m 08 ination r u  noion, rewution, or &or bnnbth d 
ouch authority rhdi be E accordma with rueh p d u m r  u may 
be eatabl ihd by the Rersdurt and rhJl oot k r u w  to the 
other p r o v i b  of thb M or d the Mminlrtntlve Promdun U 
BEC rn I47 uac. mal FOILEIQN fmPu 

Section 501 of thlr kt rhdl not a pl to any p n o n  w n d h  
radio mmfnunicrtion6 or 6@d6 On I o n  ga hi[ while the anme 

rescribe, to construct and operata at h #eat of v@rnnWlt of 

for tnnrmirsion of ita w y  to pointr outd mms 

ment rtationr autho?lred p i r m m t  to thr p&lw# P r s  
ckd red 

P P  -- a. I n r  _.__ ..b -,,,A mmmq,. 



nlcations or signals. shall be transmitted only in accordance with 
~ ~ c h  regulations designed to prevent interference as may be pro- 
.mulgated under the authority of this Act. 
BPC: am. 147 u.e.c. soli ALLOCATION OF FACILITIE% TERM OF LI- 

.*It (a) The Commission, if public convenience, interest, or neces- 
dty will be rarved thereby, subject to the llmitationa of this Act, 
drall p t  to any applicant therefor a station license provided far 

I (b) In co;;bidering applications for licenses, and modifications 
h d  renewals thereof, when and Insofar as there is demand for the 
:anme, the Commlwlon rM1 make such dirtribution of licenses, fre- 

wer among the several 

,dirtribuUon of d o  rrvica to each of the same. 

- h t  CENSE@. 

byWr e 

endes, houm of operation, and of i? taten and communities as to provide a p" air, eflicient, and equitable 
* 9  ! (C) TERMS OF L1CWES.- 

(1) I N p I w  AND MWEWAL wcrNses.-Each license granted 
' for the operation of a broadcasting station shall be for a term 
. of not to exceed 8 yearn. Upon a pilcation therefor, a renewal 

I 1" of nuch Iicenu may be bd P rom time to time for a tarm 
1" of hot to exceed 8 yearn E the date of expiration of the pre- 

1 ceding Ilcenm, if the Cornmisoion finds that public interest, 
1 convenlenn, and necenaity would be served thereby. Consistent 
1 '  * with the foregoing provisions of this sub8ection, the Commis- 
I' sion ma b rule prescribe the period or periods for which li- 

censea s K r  ai be granted and renewed for particular classes d 
stations, but the Commission may not adopt or follow any rule 

8 : whlch would preclude it, in any casc involving a station of a . : particular class, from grantin or renewing a llcense for a 
shorter period than that rescrhed far stations of such chaa if, 

n ' : v  In I t s  dgment, the pubic interest, convenience, or necessity 

0. 9'1 (2) h h T E R U l S  IN APPLlCATION.-h order to expedite ac- 
'cfc, tion on ap llcations for renewal of broadcasting station licenscs 
. l l J  .and in.art!er to avoid nccdlem 'expenrc to applicants for such 
-0 Jfirenewals, the Commission shall not uire any such a plicant 

IgJ!rthe Commission or whlch is not directly material to the consid- 
witrerationr that .af&ct the gnn t lng  or denial of euch a plicatlon, 
"*'but the  Commlaelon may require any new or addit P onal facta 
wlt  deenulneceamry to makc ita findings. 
@38 oh. (3): C~WIINVATION PENDINO DcclSlON.-Pending an hear- 
m4nir.md*fin.l decioiam on such an application and the &apasi- 
+IS tioa irf my. patitlon.for mhearih punuant to Hction 405, the 
i i m ~ m ~ s s i o n ' r ~ ~  continue nu& llicense in erect. 
'11 c(d) No mnewd of an existin station license in the broadcast 
odbrcommon canier rerviecs sf~all be granted more.than thirty 
dsys prim 16 the expiration of the original licenrt. 

any llcense requirement established in 
t b 3 A c & ~  i f i  the Commi 9 oh detannlnee that nucha authorization 

conveniens, and necesdt the Commis- 

In the follodng radio MW (A) thc dtlrens 
(8) the radio control rcnice; (c) the adation 

~ I W I  would k served by ouch action. 

m- to file any idormation which p r e v l o ~ y  ha8 been furn I: hed to 

40Xl)~Notwithtur 

the operation of radio actions without 

.)eb. UVU cuminuniwiuna n w  Y, 1.1111 

radio service for aircraft stations operated on domestic fli htn when 

and (D) the maritime radio service for ship st#ons navigated on 
domestic voyages when such ships are not othcmise r e q u i d  tu 
carry a radio dation. 

(2) Any radio station operator who is authorized by the Com- 
mission to operate without an individual license shall com I 4th 
all other provisions of thin Act and with ruler prescribefgy the 
Commission under this Act. 

(3) For purpses of this subsection, the terms "citizens band 
radio service" radio control service", "aircrall station" and "rhlp 
station" shall have the meanings given them by the Commlsrlon by 
rule. 

I JJ 

such aircraR are not otherwise required to ca a rad f o station; 
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To amend the Internal Revenue Code of 1986 to deny deductions for expenses of advdsing to persons 
who discriminate against minority owned or formatted commuukations entities in the purchaw or 
placement of advcrtisemcnls. and to pcrmit persons aggrieved by such dixrimination to bring civil 
actions to recover lost profits and other appropriate damages. 

IN THE HOUSE OF REPRESENTATIVES 

January 3,1991 

Mrs. COLLINS of Illinois introduced the following bill; which was referred jointly to the Committees 
on Ways and Means and the Judiciary 

A BILL 

To amend the Internal Revenue Code of 1986 to deny deductions for expcnses of advatking to persons 
who discriminate against minority owned or formatted communications entities in the p u r c b  or 
placement of advertisements, and to permit persons aggrieved by such discrimination to bring civil 
actions to recover lost profits and other appropriate damages. 

Be it enacted by the Senate and House of Representatives of the United States of America in 
Congress assembled, 

SHORT TITLE 
SECTION 1. This Act may be cited as the 'NonDiscrimination in Advenising Act of 1991'. 

SEC. 2, DENIAL OF DEDUCTION FOR EXPENSES OF ADVERTISING TO 



PERSONS WHO DISCRIMINATE AGAINST MINORITY OWNED OR 
FORMATTED COMMUNICATIONS ENTITIES IN PURCHASE OR 
PLACEMENT OF ADVERTISEMENTS. 

Section 162 of the Internal Revenue Code of 1986 (relating to trade or business expmses) is 
amended by designating subsection (m) as subsection (n) and by inserting a f k  the subsection (1) 
the following new subsection: 

'(m) DISCRIMINATION IN PURCHASE OR PLACEMENT OF ADVERTISEMENTS- 

' (1 ) IN GENERAL- No deduction shall be allowed under subsection (a) to any person who 
the Secretary determines has engaged in discriminatory advertising in a taxable year for any 
expenses of advertising paid or incumd by or through such person during the taxable year. 

'(2) DETERMINATIONS- On receipt of a complaint from any person which indicates a 
reasonable likelihood that another person has engaged in discriminatory advertising. the 
Secretary shall, under regulations prescribed by the Secretary, determine whether such other 
pmon has engaged in such conduct. 

'(3) DEFINITIONS- For purposes of this subsection: 

'(A) DISCRIMINATORY ADVERTISING The tam 'discriminatory advertising' 
means, with respect to a taxable year, the purchase or placement of advertisements 
during the taxable year in a manner which discriminates against any communications 
entity by reason of the race, color, or ethnic background of-- 

'(i) any owner of the entity. or 

'(ii, the p u p  to which the communications format of the entity is 
predominantly designed to appeal. 

'(B) COMMUNICATIONS ENTITY- The term 'communications entity' means any 
person who engages in- 

'(i) wire communication (as defined in section 3(a) of the Communications Act 
of 1934 (47 U.S.C. 153(a))), 

'(ii) radio communication (as defined in section 3(b) of the Communications 
Act of 1934 (47 U.S.C. 153(b))), or 

'(iii) print communication.' 

SEC. 3. PROHIBITION AGAINST DISCRIMINATION AGAINST MINORITY 
OWNED OR FORMATTED COMMUNICATIONS ENTITIES IN PURCHASE 
OR PLACEMENT OF ADVERTISEMENTS; PRIVATE RIGHT OF ACTION. 

(a) PROHIBITION- It shall be unlawful for any person to purchase or place any advatisement in 
a manner which discriminates against any communications entity by reason of the race, color, or 
ethnic background of- 

(1 ) any owner of the entity, or 

(2) the group to which the communications format of the entity is predominantly designed 
to apm. 

(b) COMMUNICATIONS ENTITY DEFMD- The term 'communications entity' means any 
person who engages in-- 

2 01' .: 12/22/98 3:4C 



(1) wire comxnunkation (as defined in section 3(a) of the Communications Act of 1934 (47 
U.S.C. 153(a))). 

(2) radio communication (as defined in section 3(b) of the Communications Act of 1934 (47 
U.S.C. 153(b))), or 

(3) print communication. 

(c) ENFORCEMENT BY PRIVATE RIGHT 3F ACTION- Any person aggrieved by a violation 
of subsection (a) may bring a civil action on behalf of the person and other pcrsons similarly 
situated. 

(d) JURISDICTION- The United States district courts shall have exclusive jurisdiction of any 
original action brought under subsection (c). 

(e) ENTITLEMENT TO RELIEF- Any person aggrieved by a violation of subsection (a) may 
recover lost profits, consequential damages, and all other appropriate relief to make the person 
whole, including reasonable attorneys' fees. The court shaI1, in the case of any person aggrieved by 
a willful and wanton violation of subsection (a), treble the amount recovered unda the preceding 
sentence. 

SEC. 4. EFFECTIVE DATE. 
(a) DENIAL OF DEDUCTION FOR EXPENSES OF ADVERTISING- The amendment made by 
section 2 shall apply to expenses paid or incurrod after the date of the enactment of this Act in 
taxable years ending after such date. 

(b) PROHIBITION AGAINST DISCRIMINATION, PRIVATE RIGHT OF ACTION- Section 3 
shall apply to conduct occurring after the date of the enactment of this Act. 
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In the House of Representatives 
Thursday, January 3 , 19 9 1 

*E32 REINTRODUCTION OF THE NON-DISCRIMINATION IN ADVERTISIN'C- ACT 

HON. CARDISS COLLINS OF ILLINOIS 

Thursday, January 3, 1991 

M r s .  COLLINS. 
Mr. Speaker, today, X am reintroducing the Non-Discriminazion iz Advertising 

Act, legislation designed to correct a serious injustice beicg perpetrated 
against black and other minority-owned and formatted broadcas: statiozs. Black 
broadcasters have long charged that advertisifig agencies discrimizate against 
minority-owned radio stations in =heir placement of advertising. Minority 
broadcast owners also have said that the resulting loss of advertising is 
undermining their financial viability. 

Last year, I requested that GAO conduct a study of the Federal S=vernment's 
use cf minority-owned ad agencies and broadcast stations. Their review showed 
that the Department of Defense, which accounts for about 95 percert of Federal 
advertising, has consistently failed to comply with Federal procedures regarding 
contracting with minority-owned media and' advertising companies. This GAO reporc 
was requested after I heard from numerous minority broadcasters and advertising 
agencies that charged that the Federal Governmenz was snubbing them when looking 
for advertising agencies and vehicles on which to run its ads. 

owned radio and television stations, print media, and black-owned advcrzising 
agencies are subjected to systematic discriminatioc. Ad agencies and their 
clients are refusing to advertise in media owned by blacks and other minorities. 
T h i s  means that in many cases B l a c k  media are baing bypassed for advertising 
placement, even though they possess higher numbers in groups being targeted by 
t he  ad agency. Black-owned advertising agencies are also singled ol;t because 
they are presumed to have expertise in appealing to black audiences. 

The express purpose of the legislation which I am intrcducing today is to 

According to the National Association of Black-Owned Broadcaszezs, black- 
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provide black and other minority station owners witn a mechanism for redress. 
Specifically, the legislation would: Deny income tax  deductions for persom who 
discriminate against minority-owned or formatted c m c a t i o n a  entities-radio, 
TV and print-in the purchase or placement of aavertisicg; require the IRS to 
determine whether a person has engaged in discriminatory conduct; allow =he 
aggrieved parcy to being a civil suit; and permit a court KO assess treble 
damages ifi cases of "willful and wanton" diecrimination. 

I believe denying tax deductions for advertising expenses will reach the 
largest advertising agencies and their clients. The write-off of ad expenses is 
a significant portion of all advertising expenditures. By disallowing t h i s  
deduction, my Sill will place the largeet penalties on the largest offenders. 
Advertising agencies and their clients will find it very expensive not zo comply 
with this act. 

Black-owned communications media face many obsraclts in operatigc their 
businesses-obtaining needed financing, constructing facilities, servlcina debt 
and employing personnel-not the least of which is their inability to securc 
advertising dollars. This bill is an effective tool to oe used t v  pzovide 
minority sration owners w i t h  a way to protect their inveszmert. 

137 Cong. Rec. E32-02, 1991 WL 14350 (Gong-Rec.) 
END OF DOCUMEPI'T 

1 urge m y  colieagues to support me in this legisiation. 
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